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INTRODUCTION: PROBLEM STATEMENT 


The Rockies are seeking 
opportunities to increase ticket 
sales through social media 


INTRODUCTION: ROCKIES’ 
UNIQUE VALUE PROPOSITION 


e Win percentage has had no statistically significant 
correlation with ticket sales for the Rockies 


e Instead, Rockies attendance pattern follows the 
“honeymoon effect” (Baseball Reference, 2024) 


e Fan data supports Coors Field and ideal 
geographic location as 2 primary value drivers for 
prospective consumers (Weaver & Harden, 2015) 


INTRODUCTION: CENTRAL 
RESEARCH QUESTION 


How can social media be used 
to increase ticket sales for the 
Colorado Rockies? 


LITERATURE REVIEW 


Social Media: 

e /0.1% of the U.S. population is active on social 

media (Kemp, 2024) 
o Instagram, Facebook, TikTok most used 

e Product-related content in sports effectively 
engages fans (Parganas et al., 2015) 

e Following their team on social media makes 60% of 
MLB fans feel more connected (Moyer et al., 2015) 


LITERATURE REVIEW 


Ticket Sales: 
e Dynamic pricing (Drayer, 2012) 
e Team websites serve as direct sources for tickets 
o Some partner with ticketing sites as the official seller 
e MLB—— 10% increase in total attendance in the 2023 
season (Adler, 2023) 
o Innovative Ticket Plans: Rangers “20 in ‘'24” 
o Promotional Nights: Phillies’ “Dollar Dog Night” 


LITERATURE REVIEW 
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Social Media Impact of Ticket Sales: 


e 39% of Americans buying products through social media 
(Hansen, 2023). 

e Social media content influences 14% of ticket buyers 
(Fisher, 2012) 


e LinkTree and Bit.ly can help teams and brands track and 
optimize online engagement 
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DATA COLLECTION 


Survey: Greater Denver Area 
e 227 Respondents 
e Respondents categorized themselves 
into age ranges between 18 to 55+ 
Interviews: 3 professionals within the 
sports industry 
e An MLB social media director 
e An NHL social media strategist 
e A sporting equipment marketing 
manager 
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RECOMMENDATION 1 


Increasing Ticket Accessibility Through Social 
Media 


BIOS AND STORIES 


76% of social media users have purchased 
something they saw on social media (Wong, 2023) 


69% of the surveyed participants have 
purchased a product or experience through a 
media channel* 


80% of surveyed respondents said they’d be 
more inclined to buy tickets if there was access 
on the social media pages” 


*Findings derived from primary data analysis 
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RECOMMENDATION 2 


Target Age Demographics With Social Media 
Purchasing Propensity 


IDEAL TARGET DEMOGRAPHICS: 1+ PURCHASES MADE: ATTRIBUTABLE TO 


SOCIAL MEDIA 


GEN Z AND YOUNG MILLENIALS AS 
PROFITABLE DIGITAL CONSUMERS s Zz 


Generation Z and young Millennials (25-34) targeting 
benefits, as compared to other generations: ET ETA 


Age Demographic 


1) Higher propensity to purchase 
items through social media“ 


*Findings derived from primary data regression analysis 


IDEAL TARGET DEMOGRAPH ICS: 1+ PURCHASES MADE: ATTRIBUTABLE TO 


INFLUENCE OF ROCKIES SOCIAL MEDIA 


GEN Z AND YOUNG MILLENIALS AS 
PROFITABLE DIGITAL CONSUMERS F 


Generation Z and young Millennials (25-34) targeting E 
benefits, as compared to other generations: mp eN 


2) Higher likelihood to be Age Demographic 
influenced by Rockies social media 
activity when engaging in ticket 
purchase considerations“ 


*Findings derived from primary data regression analysis 


Ro 


IDEAL TARGET DEMOGRAPHICS: 
GEN Z AND YOUNG MILLENIALS AS 
PROFITABLE DIGITAL CONSUMERS 


Generation Z and young Millennials (25-34) targeting 
benefits, as compared to other generations: 


3) Closer alignment with the 
Rockies’ value proposition, given 
higher prioritization of holistic 
entertainment experiences 
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Using Likert scale survey data of 
baseball game attendees, adolescents 
and young adults selected holistic 
entertainment as their primary reason 


for attending. 

Gen X and Boomers were primarily 
concerned with team performance 
and affiliation (Shobain, 2016). 


CURRENT DEMOGRAPHIC REPRESENTATION 


12% of participants within the 18-24 
year old sub demographic reported 
following the Rockies on their 
preferred social media platforms* 


FOLLOWING ROCKIES ON PREFERRED 
PLATFORMS 


18-24 29-34 39-44 45-54 


Data derived from 227 Greater Denver area survey respondents 


*Findings derived from primary data analysis 


OPTIMAL CONTENT UTILIZATION 


DYNAMIC CONTENT PREFERENCE - 
ROCKIES 


18-24 29-34 35-44 45-54 


Engaging content goes a long way in how to effectively 
market to the younger generations: Gen Z and younger 
Millennials 


OPTIMAL PLATFORM UTILIZATION 
FOR YOUNGER GENERATIONS: 
TIKTOK 


52.1% of people surveyed that were aged 18 to 24 
chose TikTok as one of their top two social media 
platforms 


Highlighting player personalities is entertaining and 
humanizes them beyond just being players on the field 
(Kim & Hull, 2016) 


OPTIMAL PLATFORM UTILIZATION 
FOR YOUNGER GENERATIONS: 
TIKTOK 


How to humanize the players on social media 
e Mic'd up practice footage 


OPTIMAL PLATFORM UTILIZATION 
FOR YOUNGER GENERATIONS: 
TIKTOK 


How to humanize the players on social media 
e “Who is most likely to...” 
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Instagram best practices as derived through industry 
Informational interviews 

e Utilization of carousel style posts 

e Broadcast channel capabilities 
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Anyone can join this broadcast channel created by 
rockies®. If you join, this channel will be added to your 
inbox and you'll be able to receive notifications. 


RECOMMENDATION 3 


Highlight Promotional Nights on Social Media 
Platforms 


CAMPAIGN OPPORTUNITES 


e An average increase of 14% in attendance 
was found in correlation with promotions 
during sporting events (Browning & DeBolt, 
2008) 

e Organic and dynamic content 

e Giveaways, theme nights, pregame events 

e Videos of promotion item/theme with a 
player 


MCGREGOR SQUARE PREGAME 


e Creates more incentives to attend a Friday 

home game 
o Second-least attended games (Aston, 
2024) 

e Great community/fan base building 
opportunity 

e Game ticket also gets access to discounts at 
local restaurants and bars 

e Promotional nights also significantly boost 
ticket sales as they attract a broader 
audience (Beckman et al., 2011) 


MLB BEST PRACTICES 


e San Diego Padres’ Friday Night Party in the Park 
o Gallagher Square 
o Live music and drink specials 
o Different themes 
o Sponsored event 
o City Connect jersey night 
e Detroit Tigers’ Friday Night Party in the Park 
o Comerica Landing 
o Different themes every week 
o Post-game fireworks 
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a JMZ- SFGINNTS Fans purchasing 
ST AR WARS D tickets through social 
media links tend to 
spend more and buy 

tickets earlier 
(Fisher, 2012). 


LITT 
Aoa 


PRESENTED BYLOGKHEED MARTIN 


FIRST iodo FANS: REDIEVE ASTAR WARS BEAGH TOWEL 


9O Q Y e 


Liked by jacksonwilliams._ and others 


rockies It's a big month at the ballpark! 
Check out the link in our bio for the full promo schedule 
and buy tickets! 6 


A Q © @ 


ull 5G @@) 


MOCK-UP 


INSTAGRAM Te a © E A R 


POS [ S Your story owen.gillick jacksonwilliams._ adayarr 
rockies ® 


JULY 20TH vs SF GIANTS 


Admin Favorite Organic Content 


Sticker highlighting 
Promo Night 
i FIRST RODO mng jini. sn jnas ediy BEAGH TOWEL 
Caption 
eee VY Q Y = 
| n d Icati n g Liked by jacksonwilliams._ and others Ca ro u sel 


Link in Bio 


D 
ao sA Ý 
2024 


CONCLUSION 


Recommendation 1: Increasing Ticket 
Accessibility Through Social Media 


Recommendation 2: Target Age Demographics 
With Social Media Purchasing Propensity 


Recommendation 3: Highlight Promotional 
Nights on Social Media Platforms 


THANK YOU 
FOR THIS AMAZING OPPORTUNITY! 


